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Analisis Strategi Brand Activation Campaign #OnTheWayToGlow  

Finally Found You! di Event Jakarta X Beauty 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis strategi Brand Activation 

Campaign #OnTheWayToGlow Finally Found You! pada event Jakarta X Beauty 

sebagai bagian dari komunikasi pemasaran. Penelitian menggunakan pendekatan 

kualitatif dengan desain studi kasus. Data diperoleh melalui wawancara mendalam 

dengan dua informan internal Finally Found You!, lima pengunjung booth, analisis 

dokumen campaign, serta perspektif triangulator. Komunikasi pemasaran menurut 

Hariyanto (2023) digunakan sebagai payung konseptual, khususnya media komunikasi 

kelompok untuk menjelaskan posisi Jakarta X Beauty sebagai pameran yang 

mempertemukan merek dan audiens secara langsung. Analisis strategi menggunakan 

Elements of a Successful Activation Plan dari Amin (2011), yaitu situation analysis, 

identification of resources, competitive analysis, goals, identification of target markets, 

development of plans for reaching each target market, dan development of evaluation 

tools. Hasil penelitian menunjukkan bahwa #OnTheWayToGlow dibangun melalui 

pemaknaan hasil akhir “GLOW”, penggunaan persona keseharian yang bersifat down-

to-earth, pemanfaatan sumber daya internal dan eksternal, serta rangkaian komunikasi 

dari tahap pre-heat, pelaksanaan Jakarta X Beauty, hingga marketplace. Elemen target 

market dan development of plans terlihat paling kuat, sedangkan competitive analysis 

tidak teridentifikasi secara eksplisit dan evaluasi belum didukung data numerik target 

serta realisasi yang dapat diverifikasi. Temuan juga menunjukkan adanya gap antara 

strategi yang dirancang perusahaan (intended strategy) dengan penerimaan pengunjung 

(perceived reception), terutama pada pengenalan nama campaign, persepsi terhadap 

pembeda aktivitas, dan kelengkapan informasi di booth. Dengan demikian, strategi 

brand activation FFY telah menunjukkan keterhubungan antartouchpoint, tetapi 

penerimaan pesan dan pembuktiannya melalui evaluasi belum berlangsung secara 

seragam dan terukur. 
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ABSTRACT 

This study aims to analyze Finally Found You!’s #OnTheWayToGlow Brand 

Activation Campaign strategy at the Jakarta X Beauty event as part of marketing 

communication. The study employed a qualitative case study design. Data were 

obtained through in-depth interviews with two internal Finally Found You! informants 

and five booth visitors, campaign document analysis, and a triangulator’s perspective. 

Hariyanto’s (2023) marketing communication concept serves as the conceptual 

umbrella, particularly group communication media to explain Jakarta X Beauty as an 

exhibition that brings brands and audiences together in a shared communication 

space. The strategic analysis applies Amin’s (2011) Elements of a Successful 

Activation Plan: situation analysis, identification of resources, competitive analysis, 

goals, identification of target markets, development of plans for reaching each target 

market, and development of evaluation tools. The findings show that 

#OnTheWayToGlow was built around the “GLOW” product result, down-to-earth 

everyday personas, internal and external resources, and a communication sequence 

from pre-heat activities to Jakarta X Beauty and subsequent marketplace 

communication. Target-market identification and plans for reaching the target market 

were the strongest elements, while competitive analysis was not explicitly identified 

and the evaluation process was not supported by verifiable numerical target-versus-

realization data. The study also identifies a gap between the company’s intended 

strategy and visitors’ perceived reception, particularly in campaign-name recognition, 

perceptions of differentiation, and the completeness of information at the booth. 

Therefore, FFY’s brand activation strategy demonstrates cross-touchpoint planning, 

but message reception and performance verification were neither uniform nor fully 

measurable. 

Keywords: brand activation, strategy, marketing communication, group 

communication media, everyday personas, Jakarta X Beauty 
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